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Abstract 
 
This research focuses on determining the impact of service quality, customer 
satisfaction, and loyalty programs on customers' loyalty in the Islamic banking sector 
of Malaysia. It is obvious that customers are important stakeholders in organizations, 
and their satisfaction is a priority to the management. Customer satisfaction has been 
a  subject of  great  interest  to organizations and  researchers alike. In recent years, 
organizations are obliged  to render additional services  on top of  their offers. The 
quality of service has become an aspect of customer satisfaction. It has been proven 
by some researchers  that service quality is related to customer satisfaction. Others 
used service  quality  dimensions  to evaluate service  quality. Moreover, this study 
examined  not  only   the  relationship  between  service  quality  and  its  respective 
dimensions  towards   customer  satisfaction   and  customer   loyalty,  but  also   the 
relationship between customer satisfaction and customer loyalty. The study showed 
distinctive results for the relationship between service quality  dimensions and service 
quality/customer satisfaction, and also between customer satisfaction and customer 
loyalty. 
 
 
 
 
 
 
 
